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Abstract 
This dissertation is focused on critical analysis of current situation of home appliances‟ 
company Gorenje Slovakia on the Slovak market. Examination of external environment 
uncovers possible opportunities and also threats that might occur within business 
environment. On the other hand, analysis of internal environment contributes to 
determine firm‟s strengths, weaknesses and furthermore its financial health. The 
deductive results are summed in SWOT analysis. Lastly, recommendations and 
proposals for further outline of company‟s development are advised.   
Limitations 
This consultancy work consists of the primary research‟s limitation since only 93 
respondents participated in the survey. The majority of these participants are located in 
the west part of the country. Generalization of the collected data would be irrelevant 
since statistic tests normally require larger sample, nonetheless the results can be taken 
into account for an interest of the company.  
Key Words: 
PESTLE, Porter‟s Five Forces, Kralicek‟s Quick Test, Altman‟s Z-Score, Key Success 
Factors, Home Appliance Industry, Gorenje, Gorenje Slovakia 
  
   
Abstrakt  
Predkladaná diplomová práca sa zaoberá kritickou analýzou súčasnej situácie firmy 
Gorenje Slovakia, ktorá na slovenskom trhu predáva domáce spotrebiče. Analýza 
externého prostredia odhaľuje možné príležitosti a hrozby na trhu. Na druhej strane, 
analýza interného prostredia prisieva k určeniu si silných a slabých stránok, a taktiež 
finančného zdravia spoločnosti. Výsledky analýz sú zosumarizované v SWOT analýze. 
V poslednom rade sú navrhnuté odporúčania a návrhy pre zlepšenie súčasnej situácie 
spoločnosti.   
Obmedzenosť 
Predložená diplomová práca obsahuje primárny výskum, ktorý však má obmedzenosť v 
tom, že sa na ňom zúčastnilo len 93 respondentov. Väčšina účastníkov primárneho 
výskumu boli zo západnej časti krajiny. Generalizácia výsledkov by nebola relevantná, 
nakoľko štatistické testy si vyžadujú väčšiu vzorku respondentov.  Napriek tomu firma 
môže brať výsledky tohoto výskumu do úvahy.  
Kľúčové slová: 
PESTLE, Porterov model 5 konkurenčných síl, Králičkov rýchly test, Altmanovo Z-
Skóre, Kľúčové faktory úspechu, Priemyselné odvetvie domácich spotrebičov , Gorenje, 
Gorenje Slovakia 
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Home appliance (HA) industry makes wide range of devices in different size starting 
from big appliances such as refrigerators, dishwashers to small portable home 
appliances such as electric shavers and vacuum cleaners. This industry in Europe has 
been under considerable economic pressure in the latest years. The HA sector has been 
pushed by increasing regulatory demands, such as requirements for improvement of 
energy efficiency, decline in employment during period from 2009 to 2012 amounted to 
20 000 former employees and decline of turnover and its further recovery. Nevertheless 
HAs industry remains very important part of the EU economy since 3,600 companies 
operates in this field (Europe Economics, 2015). 
Group Gorenje belongs to the one of the biggest manufacturer of home appliances in 
Europe. Subsidiary Gorenje Slovakia has operated on the Slovak market since 1993. 
The firm offers in Slovakia two brands. One of them is international brand Gorenje and 
the other one is regional brand Mora. Company sells its goods on the Slovak market 
through distribution channels such as big seller networks of electrical appliances in 
Slovakia, members of network selling electrical appliances, kitchen studios, 
independent retailers and e-shops. 
Nonetheless the predicted growth slowdown in home appliance industry, companies can 
seek new opportunities that have been occurred on the market. In order to obtain these 
opportunities and gain bigger market share, Gorenje Slovakia has to reconsider its 
current strategy for the reason of intensive rivalry in Slovak home appliance business 
environment. Therefore, the aim of this consultancy work is to critically analyze the 
current situation of company Gorenje Slovakia selling home appliances on the Slovak 
market and further looking outline of it.  
The structure of this dissertation consists of eight chapters starting with a critical 
literature review based on theoretical concepts of strategy and its importance for 
company, importance of external environment analyses where the author of this paper 
describes PESTLE analysis and Porter‟s Five Forces model, importance of financial 
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situation analysis and description of two models utilized for uncovering 
creditworthiness of a company such as Altman‟s Z-Score and Kralicek‟s Quick Test, 
then literature when it comes to Key Success Factors and lastly, the author of this 
dissertation mentions SWOT analysis. Following part demonstrates background of the 
company Gorenje Slovakia and its 7P. Macro-analysis in Slovakia with focus on factors 
that are relevant with regards to home appliance industry is discussed in the third part of 
this paper. The fourth part indicates analysis of financial situation of the firm and its 
comparison with competitors. Key success factors of home appliance industry in Slovak 
Republic and SWOT analysis of Gorenje Slovakia are demonstrated in the fifth and the 
sixth part, respectively. SWOT analysis incorporates all finding from PESTLE, Porter‟s 
and financial analyses. The critical evaluation of current situation of firm Gorenje 
Slovakia including test of Key Success Factors is in the seventh capitol. And lastly, the 
final part of this paper incorporates relevant recommendations and proposals toward 
further development of Gorenje‟s strategy on the Slovak market. 
The whole work is based on inductive and also deductive reasoning. The author of this 
paper utilizes data mainly from secondary research for literature review; PESTLE, 
Porter‟s Five Forces and financial analyses, moreover for the strategy of the company 
Gorenje Slovakia. Primary research in a form of survey (questionnaire) contributes 




   
 
Aims and Objectives of Dissertation 
The purpose of this paper is a critical analysis of the current situation of company 
Gorenje Slovakia selling home appliances on the Slovak market. In order to achieve the 
mentioned above purpose a set of analyses of company, its external environment such 
as home appliance industry is provided. To evaluate the above stated current situation is 
required to set sub-purposes such as: 
 Provision of PESTLE Analysis 
 Provision of Porter‟s Five Forces Analysis 
 Provision of Altman‟s Z-Score and Kralicek‟s Quick Test 
 Determination of Key Success Factors of home appliance industry 
 Transformation of summary of all findings into SWOT diagram. 
Firstly, an external environment analysis of company is provided in a form of PESTLE 
analysis in order to uncover factors that affect company however a firm cannot change. 
Afterwards, Porter‟s Five Forces analysis follows to determine company‟s position in 
the industry with respect of its competition. Thirdly, creditworthiness of the firm is 
evaluated by Altman‟s Z-Score and Kralicek‟s Quick Test. Then, to find out what 
companies are required to undertake in order to succeed in the particular industry 
uncovers analysis of Key Success Factors. Finally, summary of all findings are 
incorporated in the SWOT analysis. According to findings from all above stated 
analyses, the author of this paper suggests relevant recommendations and proposals for 
further development of current strategy.  
Supportive material and evidences are enclosed.   
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1 Literature Review 
1.1 Strategy 
KEŘKOVSKÝ and VYKYPĚL (2006) state that the long-term success of each 
company in the market depends on forecasting of potential development of market and 
capabilities to uncover potential possibilities in a right time. These kinds of possibilities 
might be technological development or any opportunity that could help a firm in a fight 
with competition. Nonetheless the management of a firm possesses lack of ability to 
uncover above stated possibilities, they can easily become its threats. External 
environment of a company consists of macroeconomic drivers, customer requirements 
and behavior, technological development of industry a firm being in, particular 
legislation in terms of particular business/industry etc. In order to create strategy a 
company is required to answer on the following questions: 
o What are relevant markets for business and what kinds of products ought a 
firm offer? 
o How to utilize and allocate all the business resources in most efficient in 
order to win fight with competition? 
o How is the potential of a company on the particular markets? 
o How will be monitored obtaining of goals in business strategy? 
1.1.1 Term Strategy 
A term strategy is closely related to aims of a firm. Company‟s goals are required 
conditions of a business. These goals have to be obtained in order to a firm become 
successful. A strategy demonstrates different possible ways how a firm can achieve 
aims. Thus one company‟s goal can be achieve by many different strategies. A strategy 
is a driver for future activities of business and by these activities it tries to accomplish 
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its aims (KEŘKOVSKÝ and VYKYPĚL, 2006).
 
Figure 1 Business Goals Drivers 
Source: (KEŘKOVSKÝ and VYKYPĚL, 2006) 
1.1.2 Firm’s Strategies Hierarchy 
Strategic management requires taking into account widespread business activities and 
different levels of management and therefore the necessity, that the main business 
strategy is divided into sub-strategies, is significant for efficient strategic management. 
Hierarchy structure ought to be consisted of corporate strategy, business strategy and 
functional strategy. When it comes to creation of each firm‟s strategies, the process 
direction ought to be from the top to down and application for feedback of the whole 
procedure ought to start from the bottom up (KEŘKOVSKÝ and VYKYPĚL, 2006). 
1.1.2.1 Corporate Strategy 
KEŘKOVSKÝ and VYKYPĚL (2006) highlight that the corporate strategy is the main 


























   
 
business units. This strategy is created by main chief executives and owners of 
a company. The basic of this strategy incorporates firm‟s mission and on the other hand 
it is an assignment and give a direction for creation of business strategy. Corporate 
strategy ought not be focused on particular products and services, but it ought to be 
mainly focused on particular sort of businesses that a company wants to run in future. 
Content of corporate strategy ought to incorporate: 
o Definition of strategic business units 
o Goals of each strategic business units 
o Direction and procedures of every single strategic business unit for 
accomplishment of given aims. 
1.1.2.2 Business Strategy 
Business strategy elaborates aims, defined by corporate strategy, for every single 
strategic business unit. The previously mentioned strategy imprints a specific character 
in defined business operations for the reason that it contains 
specific products and services, which the company plans to offer in selected markets. 
The strategy ought to contain extended „7P“ marketing mix which parts are: 
o Product – definition of products and services that a firm offers 
o Price – company‟s pricing policy 
o Place – a market, where a firm will operate 
o Promotion – specification of distribution network 
o People – human resources and workforce 
o Process – procedures required for customer satisfaction  
o Planning – strategic business units planning and management (KEŘKOVSKÝ 
and VYKYPĚL, 2006).  
1.1.2.3 Functional Strategy 
Important strategic development of specific areas of strategic business units ensures 
functional strategy that follows after business strategy. Each one of business strategy 
ought to be elaborated to many functional strategies of specific sectors. These areas 
cover mainly human resources, marketing, finance, operation and so on. Important 
distinction between business and functional strategy is that every single strategic 
business units possesses their own business strategy, nevertheless functional strategies 
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can be common or sectional for more than one strategic business unit (KEŘKOVSKÝ 
and VYKYPĚL, 2006).   
For each and every existing or potential business is very important strategy (Carpenter 
and Sanders, 2009). Strategy is the systematized processes by which an organization 
works towards its desired objectives and aims. Companies being in the business of 
selling products and services are attempting to attract customers and pursue them to 
purchase their goods or services. Each firm faces existing competition in some levels. 
Companies can gain competitive advantage over its competitors or potential providers 
of the same services and goods though strategy (Sanders and Boivie, 2004). 
 
1.2 Analysis of External Environment 
Analysis of external environment, where a firm or an organization operates in, captures 
influences which a firm or an organization cannot directly affect, nonetheless, these 
powers might affect behavior of a firm or its competitors. Therefore, above mentioned 
aspects of external environment must a firm and a management precisely analyze in 
order to prepare an organization or a firm for possible changes which may threaten its 
position and activities (Grasseová, Dubec and Řehák, 2010). The most widely utilized 
tools that analyze external environment are PESTLE Analysis and Porter‟s Five Forces 
Analysis (Free Management Ebooks, 2013a). In the following sub-chapters the author 
of this paper discusses theoretical concept of both models.  
1.2.1 PESTLE Analysis 
PESTLE Analysis is a concept used as a tool by companies track external environment 
they are operating in or are planning to launch a new project/service/product etc. 
PESTLE denotes P for Political, E for Economic, S for Social, T for Technological, L 
for Legal and E for Environmental factors. Through the above stated analysis an 
organization can  understand the market and it represents essential basic for strategic 
management since the tool not only defines what a company ought do, nevertheless, 
moreover accounts for an company‟s aims and strategies  required to follow in order to 
obtain its goals. The above stated framework gives a bird‟s eye view of the whole 
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environment from many different angles. The following questions have to an individual 
asks in order to run this analysis: 
 What is the political situation of the country and how it can affect industry and 
companies operating in? 
 What are the widespread economic factors? 
 To what extend is culture importance in the market and what are its 
determinants? 
 What technological innovations are probably to appear and affect the market 
structure? 
 Does exist any current legislation that regulate the industry or may there be any 
modification in the legislation for the industry? 
 Does exist any environmental concerns for the industry which can affect market 
structure (Makos, 2016)?  
All the above mentioned aspects of this tool are crucial for any industry and business 
might be in (Makos, 2016). 
1.2.1.1 Political Factors 
It always has been advisable to keep up to date with any potential changes in any 
government despite the fact that the political situation of the county is relatively stable. 
There may exist some changes in policy at the highest level and these can result in 
serious implications. The above mentioned consequences might affect government 
priorities what can turn into introducing new initiatives, changes to trade regulations or 
taxation. Political factors consists of government stability, employment and operational 
laws, government leadership, trade restrictions or reform, tax regulations, corruption 
levels, bureaucracy issues and stability of neighbors (Free Management Ebooks, 2013a).  
1.2.1.2 Economic Factors  
A company in order to become operational efficient it is required to consider factors 
such as unemployment, labor cost trends, working practices, wage patterns, availability 
of expertise and skill levels. Moreover, when a firm try to determine the economic 
viability of a market it requires to analyze inflation rate, exchange rates, Gross 
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Domestic Product also known as GDP,  interest rates and availability of money (Free 
Management Ebooks, 2013a).  
1.2.1.3 Social Factors 
When it comes to cross-cultural communication and social factors they play crucial role 
in international and global markets and the success of a firm directly depends on the 
depth of company‟s research in this area. The wrong analysis of the below stated factors 
might result in an issue in managing the local labor force and also promotional issues. 
Social factors incorporates age distribution, population growth rate, employment levels, 
income statistics, education and career trends, religious beliefs and social and cultural 
conventions (Free Management Ebooks, 2013). Furthermore social factors such as 
buying habits, family size and structure and attributes towards green or ecological 
products play important role when it comes to impact of customer needs and size of 
markets (Makos, 2015). 
1.2.1.4 Technological Factors 
These elements have been crucial factors for a company in assessing and listing issues 
which might potentially impact on firm‟s operations and that could be critical to its 
future in a long-term run.  Rate of change, research and development, use of 
outsourcing, intellectual property, government activity and legislations represents 
examples of technological factors that could affect further outline of a company (Free 
Management Ebooks, 2013a). 
1.2.1.5 Legal Factors 
The list of the following legal factors such as taxation, employment, consumer, 
advertising, import and export, health and safety, compliance and regulatory bodies 
ought to be considered. These factors can affect the industry in areas such as health and 
safety, employment and competition. They include current and also impeding 
legislation. The current trend of significant rise in the number of regulatory bodies lead 
into the reinforcement of monitoring firm‟s compliance with legislation relating to each 
one of the operations as consumer protection, waste disposal, employee welfare, 
taxation of investments and earnings. All of the previously mentioned factors affect 
functioning of organization and its costs, therefore, they are required to be taken into 
account when formulating business strategy (Free Management Ebooks, 2013a).   
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1.2.1.6 Environmental Factors 
Implications of under-regulated economic activity have been applied in current business 
environment and thus, the issues surrounding environmental protection have become 
significantly important. This is significantly important for global companies as the 
impact of a firm‟s activities may be felt outside of its native region or country and might 
bring on financial penalties. Energy availability and cost, infrastructure, cyclical 
weather, social implications, disposal of materials, ecological consequences, legislation 
and contamination belong to environmental factors that could affect business future 
development (Free Management Ebooks, 2013a). 
1.2.2 Porter’s Five Forces Analysis 
For developing firm‟s strategy is crucial macro-environment understanding, 
nonetheless, this knowledge gives a company only half of the picture. In order to create 
an efficient strategy a firm is required to also analyze its competitor and the impact they 
might possess on it. Porter‟s Five Forces Analysis is tool that help businesses to gain 
knowledge about competitors and their impact on certain business. Through this model 
companies can analyze industry they operating in a way that takes into account 
competitor‟s activities. The previously mentioned analysis was established by Michael 
E. Porter in 1979. Porter has identified five key powers that determined the elementary 
attractiveness of a market or a market sector in the long term. Model utilizes key factors 
such as  
o Competitive Rivalry 
o Threat of New Entrants 
o Threat of Substitutes 
o Bargaining Power of Suppliers  
o Bargaining Power of Customers, 
for identification and evaluation of potential opportunities and risks. The cluster of the 
forces can be divided into two categories. The first three key factors considers 
‟horizontal‟ competition for the reason that each of these forces is operating in the same 
way within the market. Nevertheless, the two outstanding powers are classifies as 
‟vertical‟ competition for the reason that these latter forces operates within the supply 
chain (Free Management Ebooks, 2013b).  
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Figure 2 Porter's Five Forces Model 
Source: (Free Management Ebooks, 2013b). 
1.2.2.1 Competitive Rivalry 
One of the key success factors for any organization is to understand their competitors 
and their actions and marketing strategies. It is essential not only to uncover number of 
competitors, moreover is important to understand differences between them. One of the 
indicators that measure competitive rivalry is Concentration Ratio also known as CR. 
The CR is mainly used to demonstrate the extent of market control of the largest 
companies in the industry. For example CR4 gives the market share of the four largest 
firms operating in the particular industry. Range of the concentration ratio is between 0 
and 100. The lowest amount indicates that none company possesses substantial market 
share and there exist many rivals, therefore, the competition within industry is very 
high. On the other hand, when the amount of the CR is closer to the highest value it 
means that on the market operates only few firms and these firms possess sustainable 
market share, thus the competition is low (Free Management Ebooks, 2013b). 
In addition, team of Free Management Ebooks (2013b) claims that the intensity of 
rivalry can increase by several factors such as: 
o High exit barriers 
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o Low levels of product differentiation 
o Low switching costs 
o Slow market growth 
o A large number of rivals 
o High fixed costs 
o High storage costs. 
 
Figure 3 Several Factors Affecting Intensity of Rivalry Within Industry 
Source: (Free Management Ebooks, 2013b). 
1.2.2.2 Threat of New Entrants 
Key factor for any firm is to quantify the number of potential new entrants into a 
market. The threat of new entrants is unlikely to happen when a market requires heavy 
investments and expertise, acquisition of patents or proprietary know-how. All these 
conditions deter many potential new entrants for the reason that large up-front 
investment is required. Furthermore, strong brand loyalty and restricted distribution 
channels increase difficulty for new entrants to join a market.  Nevertheless, new market 
entrants can occur when a market possesses common technology base, accessible 
distribution network, little brand loyalty and brand awareness (Free Management 
Ebooks, 2013b).  
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1.2.2.3 Threat of Substitutes 
Firstly, it is very important to define what the substitute is. Substitutes are products or 
services that meet customer requirements and they are available on the different 
market/industry. These goods or services provide customer the same benefits. 
Competitive environment in particular industry and firm‟s ability to obtain profitability 
is affected by existence of potential or actual substitutes. These substitutes might 
threaten a company‟s position on the market. The threat of substitutes is high when: 
o Substitute product is cheaper and quality of it is equal or superior to industry 
good 
o Substitute product performance is equal or superior to industry product  
o Customer switching costs are low (Free Management Ebooks, 2013b).  
1.2.2.4 Bargaining Power of Suppliers 
For every organization are significant buyer-seller relationships as each company 
required raw materials for its business. If the distribution power within such 
relationships lies with supplier, then a firm occurs in the situation where suppliers can 
dictate prices and availability of raw materials. Assessment of the balance of power 
within above stated relationships is essential for all businesses or organizations. 
Supplier‟s power is strengthened when: 
o Supplier can raise prices without increasing demand  
o Supplier can reduce quantity supplied 
o Supplier possesses potential to integrate downstream 
o Supplier can cooperate informally and formally 
o Supplier can impose switching costs on consumers 
o Few substitutes are accessible 
o Supplier‟s product is crucial to end goods (Free Management Ebooks, 2013b). 
1.2.2.5 Bargaining Power of Customers 
A firm ought to also assess the balance of power between it and its customers. The high 
power of buyers can bring considerable pressure on the market. On customers affected 
market consumers possess ability to demand higher quality of products or lower prices 
of goods. The below stated key factors are examples when the bargaining powers of 
customers increase: 
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o Switching cost of goods are low for consumers 
o On the market exist more customers than sellers 
o Consumer is price sensitive 
o Seller supports customers purchases through large amount of sales 
o Little differentiation between products 
o Consumers are well informed when it comes to the product (Free Management 
Ebooks, 2013b). 
Porter‟s 5 Forces analysis contributes to business managers and marketers to look where 
the power of different categories of institutions and organizations lies and by this model 
marketers and managers can analyze potential profitability and attractiveness of an 
industry sector (Hanlon, 2013). 
 
1.3 Analysis of Financial Situation of a Company 
Discussion of the company‟s situation starts with examination of financial performance 
and financial structure. The company‟s financial strength is a critical factor when it 
comes to firm‟s strategic potential and tells a lot about effectiveness of the most recent 
plans (Carlock and Ward, 2001).  Therefore, the author of this paper discusses in the 
two following subchapters models that are used for evaluation of financial performance 
of a company.  
1.3.1 Creditworthiness and Bankruptcy Models for Financial Analysis 
Estimation of financial situation of any firm is significant for any bank institution for 
the reason that this estimation helps the above stated institution to decide whether lend 
money to the company or rather not. Therefore, bank institutions have been creating 
their own system for firm‟s credit worthiness evaluation. The results demonstrate 
financial situation of the company and take into account financial burden that could 
bank bear and afterwards the bank institution decide about provision of a loan. Models 
uncovering credit worthiness mainly utilize calculation of financial indicators. The 
easiest models determine cluster of indicators and afterwards to each cluster is allocated 
particular range of points. On the other hand, the most sophisticated models utilize 
statistical procedures and take into the account historical data and compute different 
25 
   
 
probability of firm‟s failure on the amount of particular financial indicators basis. The 
below mentioned models are example of the easiest methods (Kislingerová and Hnilica, 
2005). 
1.3.1.1 Altman’s Z-score 
When a company struggles to meet its maturing financial obligations then the 
bankruptcy occurs. The bond rating, price-earnings ratio and the interest rates are 
affected by financial difficulties. In order to predict possible failure a comprehensive 
quantitative indicator Altman‟s Z-score is utilized.  The computation is done by the 
following formula (Shim and Siegel, 1988): 
                                           
                 
        
     
            
         
 
               
            
         
                 
            
        
                 
            
        
Afterwards the probability and scores of short-term failure are utilized. The below Table 
1 Altman‟s Z-score Table (Shim and Siegel, 1988) demonstrates whether score 
indicates possible failure or not.  




Very High Not Sure Unlikely 
Table 1 Altman's Z-Score Table 
Table 2 Examples of Qualitative and Quantitative Factors demonstrates examples of 
quantitative and qualitative factors that predict failure of a company. 
26 
   
 
 
Examples of Quantitative Factors Examples of Qualitative Factors 
Low profit margin New company 
Low retained earnings to total assets A lack in management quality 
Low fixed assets to noncurrent 
liabilities 
Declining industry 
Low return on investment Instability to obtain adequate financing 
Low cash flow to total liabilities Inadequate insurance coverage 
Instability in earnings High business risk 
Inadequate interest-coverage ratio Failure of the company to keep up –to-
date 
Sharp decline in price of stock, bond 
price and earnings 
Fraudulent actions 
High fixed costs to total cost structute Susceptibility to unreliable suppliers 
Table 2 Examples of Qualitative and Quantitative Factors 
Source: (Shim and Siegel, 1988). 
1.3.1.2 Kralicek’s Quick Test 
Kralicek‟s Quick Test represents one of the easiest methods for credit worthiness and 
bankruptcy calculation. Kralicek evaluates four indictors such as quota of own capital 
and term of debt repayment from cash flow that measure solvency of the company and 
the return on sales and ROA that measure firm‟s return. Firstly, quota of own capital 
that indicates the financial power of the company and is computed though formula 
(Kislingerová and Hnilica, 2005): 
           
            
 
Then, term of debt repayment from cash flow that demonstrates the term within 
company would be able to repay all its debts (short-term and also long-term) in a case 
that every year the firm would generate the same cash flow and it can be evaluated by 
formula (Kislingerová and Hnilica, 2005): 
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The third indicator is called Return on sales and it is the first indicator measuring 
returns and is computed through formula (Kislingerová and Hnilica, 2005): 
         
           
 
And the last Kralicek‟s also return indicator is ROA that is evaluated by the below 
stated formula (Kislingerová and Hnilica, 2005): 
    
            
 
Kralicek set for each indicator ranges and to every range he allocated particular points.  
Table 3 Kralicek‟s Quick Test Indicators demonstrates the ranges and their points. 
Indicator 
Excellent Very Good Good Bad Jeopardize 
1 2 3 4 5 
Quota of 
own capital 






< 3 years < 5 years < 12 years > 12 years > 30 years 
Return on 
sales 
> 10 % > 8 % > 5  % > 0 % negative 
ROA > 15 % > 12 % > 8 % > 0 % negative 
Table 3 Kralicek's Quick Test Indicators 
Source: (Kislingerová and Hnilica, 2005). 
The results of Kralicek‟s Quick Test are uncovered in three steps. First steps is 
measurement of financial stability of a company that it is calculated as sum of quota of 
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own capital‟s and term of debt repayment‟s points and afterwards the result is divided 
by the value 2. Secondly, evaluation of return follows and it is computed as sum of 
return on sales‟ and ROA‟s points and then divided by the amount 2. And lastly, 
estimation of a firm as whole is done. The result calculated as the arithmetic average of 
every indicator give a management view of company financial situation. When the final 
result is larger than 3 points, the firm‟s financial situation is great and the company is 
credit worth. When the final value is between 1 and 3, then company is in the grey area. 
Nonetheless the result is below 1 point, it is the alert that firm struggle and it is a result 
of bad financial situation (RŮČKOVÁ, 2010). In order to identify company‟s situation 
within the industry it is required to compare the firm‟s results with results of competitor 
or industry index (Kislingerová and Hnilica, 2005). 
 
1.4 Key Success Factors 
Furthermore, in order to company become successful it is required to achieve Key 
Success Factors. Stonehouse (2004) states Key success factors (KSFs) demonstrate 
specific ascriptions that are critical for all businesses in order to succeed in a particular 
industry. These factors are not only rival driven, nonetheless customer demand and their 
buying behavior and core competences plays crucial role, too.  
 
1.5 SWOT 
In order to explore the firm‟ future potential it is essential to analyze company‟s current 
position. The analysis of current situation requires both external and internal 
environment analysis in order to develop an accurate picture of the company‟s potential. 
One of the efficient methods for the above mentioned analysis is SWOT analysis. S 
stands for strengths, W for weaknesses, O for opportunities and T for threats. Each 
company ought to identify factors that are important to its situation and industry. This 
tool provides a critical view of the internal and external factors that are strategically 
relevant and important (Carlock and Ward, 2001). As the author of this paper mentioned 
previously the factors are divided into two groups as internal and external. Internal 
factors that are important for strategic decision are strengths and weakness of the 
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company. On the other hand, opportunities and threats describe external indicators. 
Mostly in the practice is quite difficult to estimate strengths and weaknesses of the 
company, sometimes moreover opportunities and threats. Some threats can become 
opportunities and vice versa (Sedláčková, 2006).  
1.5.1 Steps for SWOT Analysis 
Sedlackova and Buchta (2006) claim that the below mentioned procedure contributes to 
accurate creation of SWOT analysis. 
Firstly, it is very significant to identify and forecast any important change that might 
occur in business environment. The company in order to create SWOT analysis ought to 
focus on key success factors and indicators that drive the change in the company‟s 
environment. Then, based on the results of particular parts of internal capabilities and 
resources analysis it is required to define company‟s strengths and weaknesses and their 
significance. And lastly, evaluation of particular strengths and weaknesses and on the 
other hand evaluation of opportunities and threats that can be driven by environment 
changes.  
Mallya (2007) states that the following questions ought the company take into account 
in terms of strengths analysis: 
o Is company leader when it comes to practice? 
o How is the financial situation of the company? 
o Does the company know its industry and its trends? 
o Is firm‟s functional strategy better than competitors‟? 
o Does the firm possess better capabilities than competitors? 
o Does the company own know-how or the most recent technology? 
o Does the firm possess any competitive advantages? 
o Are customers loyal to the company? 
o Is the firm innovation leader or follower? 
o Is market position of the firm good and sustainable as opposed to competition? 
o Does the current management lead the business efficiently? 
o Does the firm defense against the competitors? 
When it comes to weaknesses the firm ought to ask these questions: 
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o Are the marginal costs higher than competitors‟? 
o Does the firm possess any competitive disadvantages? 
o Does the company possess all key capabilities and competences? 
o Is the firm able to finance any possible change within business? 
o Is the company‟s management contemporary? 
o Does the firm possess narrow portfolio? 
o Is the company vulnerable as opposed to competitors? 
o Are marketing competences below average? 
o Is profitability decreasing? 
o Do any challenges occur within company? 
o Does not management possess adequate capabilities and competences (Mallya, 
2007)? 
In terms of opportunities it is required to pay attention to below mentioned questions: 
o How fast does the market grow? 
o Ought the firm distinguish its goods?  
o Ought to the company provide goods or services to additional group of 
customers? 
o Ought the firm enter new markets or marketing segments? 
o Ought the company utilize vertical integration? 
o Ought the firm extend its range in order to satisfy more customers (Mallya, 
2007)? 
When it comes to threats, the following questions are required to be taken into account: 
o Is substitutes‟ industry growing fast? 
o Do the customer preferences or requirements change? 
o Is the state policy inadequate? 
o What is the probability of new entrants? 
o Is the bargaining power of customer or suppliers growing? 




   
 
2 Company’s Profile – Gorenje Slovakia, s.r.o. 
The company Gorenje Slovakia is part of the Gorenje Group. This group belongs to the 
one of the leading firms operating on the European home appliance market with 60 
years old history. Gorenje Group manufactures and sells energy efficient, superiorly 
designed and technologically perfected home appliances in 90 countries worldwide 
(Gorenje Group, 2016a).  Its portfolio possesses global brands Gorenje and Asko.  
Moreover, regional brands Atag, Pelgrim and Etna operating mostly in Benelux 
countries; Mora possesses strong position on the Slovak and the Czech market; brand 
Upo presents mostly in Finland and Körting brand is marketed in Austria, Croatia, 
Greece, Georgia, Slovenia and Russia. The majority of its revenue is generated in 
Germany, Russia, the Netherlands, Central and Southeast Europe, Scandinavia, USA 
and Australia (Gorenje Group, 2016b).  
 
Figure 4 Brands of Gorenje Group 
Source: (Gorenje Group, 2016b) 
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2.1 Gorenje on Slovak market 
Group Gorenje is operating on the Slovak market since four February 1993. Overally, 
company operates over 23 years. During that time the firm has built image of well-
known and reliable brand. Gorenje Slovakia is the name of the subsidiary in Slovak 
Republic and it is limited company (Gorenje, 2016).  
2.1.1 7P of Gorenje Slovakia 
2.1.1.1 Product  
The firm Gorenje Slovakia offers end users wide range of big home appliances such as 
ovens, hobs, hoods, dishwashers, washing machines, dryers, cooling and freezing 
appliances, microwaves ovens and many small home appliances. Company offers state-
of-the-art products when it comes to design, technology, speed and environment. Wide 
range of portfolio possesses small, medium and large capacity products in each product 
range. Company takes into the account preferences of customers, thus the products are 
designed that way and try to satisfy customers the most (Gorenje, 2016).  
2.1.1.2 Price  
In terms of company‟s pricing policy, the firm offers to customers goods in low and 
medium pricing category. Slovak customers can find products of brand Mora in low 
(budget) pricing category and brand Gorenje in a medium pricing category (Gorenje 
Group, 2016b). Gorenje Slovakia set their prices according to competitors and also 
value-based pricing.   
2.1.1.3 Place 
Gorenje Slovakia sells home appliances through big network sellers of electrical 
appliances in Slovakia such as Nay (Nay, 2016), Okay, Datart Planeo Electro, members 
of Euronics and Expert Electro network (amedio group, 2016), Home Electro (Home 
elektro s.r.o., 2016), kitchen studios, network of Andrea Shop (Andrea Shop, 2016), 
independent retailers, e-shops – hej.sk (Elektrosped, a.s, 2016), heureka.sk (Heureka 
Shopping s.r.o., 2016), mall.sk (Internet Mall Slovakia, s.r.o., 2016) and alza.sk (Alza, 
a.s., 2016). Moreover, the firm cooperates with Möbelix (Omnicom Media Group, 
2016) and also it runs its own branch in Bratislava (Gorenje Slovakia, s.r.o., 2016). 
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2.1.1.4 Promotion  
Promotion of the company is done though its own webpage (Gorenje, 2016), 
Facebook‟s like page (Facebook, 2016a), (Facebook, 2016b); via partners such as e-
shops, retailers and big network sellers of HAs in a form of leaflets or recommendation 
of store staff. Furthermore, company recently started promotion via well-known video 
channel YouTube (YouTube, 2016). When it is compared Slovak marketing with the 
Czech marketing (country neighbor), the author of this paper believes that the Czech 
marketing of Gorenje stronger communicates the both brands (Gorenje, Mora) with 
customers. For instance in the Czech Republic and other countries except Slovakia, the 
Gorenje Group created strong advertisement partnership with well-known car brand 
MINI (Press Kit, 2015).  
2.1.1.5 People  
The firm employs team of people between 10 – 19 people. These people are highly 
qualified and experienced employee. In 2014 the organization structure had been 
restructured a little and the result of it was merger of sales organizations in the Czech 
Republic and Slovakia (Gorenje Group, 2016c). 
2.1.1.6 Process  
Gorenje in Slovakia processes for customer satisfaction includes presale processes such 
as import of home appliances into Slovakia, storage of goods, marketing, then sales 
procedure such as distribution to business partners and also final consumers and finally 
after sales processes such as support and repair service, recycling and waste 
management.  
2.1.1.7 Planning 
Gorenje Group set the goal for its all strategic business units to achieve during years 
2016 – 2020 doubled market share that they possess nowadays, therefore, Gorenje 
Slovakia ought to achieve in year 2020 approximately 25 per cent of whole Slovak 
market share (Gorenje Group, 2016d).   
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3 Macro-analysis in Slovakia with Focus on Factors that are 
Relevant with Regards to Home Appliance Industry 
3.1 PESTLE Analysis 
3.1.1 Political Factors 
The establishment of the Slovak Republic also known as Slovakia is dated to January 1, 
1993. Slovakia is a parliamentary democracy with autonomous legislative, executive 
and judicial branches (Slovak Republic, 2011).  
Stability of Slovak Republic 
Recent years Slovak government stability has never been concerned nevertheless 
nowadays Slovak stability has become concerned by potential investor. After the most 
recent (year 2016) election investors are afraid of future political situation in Slovakia. 
The criticism of Slovak Republic is regarding to populism governance of prime minister 
Fico and moreover Slovaks elected to their parliament neo-nazist party Ludova strana 
Nase Slovensko as fifth largest party. All the above mentioned conditions can lead to 
affection of country‟s prospects, fiscal policy and investor perceptions (Buckley, 2016). 
Business Corruption 
Business Corruption in Slovakia is very tremendous problem. The largest obstructions 
for companies are the lack of transparency and inefficient government bureaucracy. 
Despite the law codes against corruption such as Slovak Penal Code, the Criminal 
Procedure Code and the Specialized Criminal Act, the law enforcement is insufficient 
and thus it negatively affects foreign companies in Slovakia. Firms report the possibility 
of bribes and facilitation payments in the public utilities, juridical sectors, public 
procurement and customs. Facilitation payments and any kind of gifts are prohibited in 
the Slovak Republic. Nevertheless some officials in some sectors expect to receive gifts 
and irregular payments (Integrity, 2016). In Slovakia less than 10 per cent of all firms 
were asked to or expected to pay bribe when get an operating license, which is almost at 
the same level as Eastern Europe and Central Asia (ECA) average, nonetheless over 30 
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per cent of all businesses were to asked or expected to pay bribe when obtaining import 
license, which is very nearly 4 times more than ECA average. 
 
Figure 5 Bribes in Licenses and Permits in Slovakia 
Source: (The International Bank for Reconstruction and Development/World Bank, 
2014) 
Tax Rate – Corporate Tax and VAT 
In 2004 was introduced flat-tax regime which played a major role in establishment of 
attractiveness of Slovakia for investments. Nevertheless, in 2012 was reintroduced a 
progressive income tax and increased the corporate-income tax to 23 per cent from 19 
per cent. Afterwards, tax policy was volatile and led to reduction of VAT rate from 20 
per cent to 19 per cent and decrease of corporate-income tax to 22 per cent (Trading 
Economics, 2016a). 
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Figure 6 Slovak Corporate Tax Rate 
Source: (Trading Economics, 2016a) 
 Nonetheless, the reduction in corporate-income tax rate was accompanied by changes 
in depreciation rules with a retroactive response, which occurs in a form of increase of 
corporations‟ tax burden (Kneuer, Malová and Bönker, 2015). 
Import Duty and Taxes When Importing Outside the EU 
When a private individual or commercial entity import goods outside the European 
Union they are obliged to pay import duty and taxes, which are payable and calculated 
on the CIF value – the sum of the value of the imported goods and the cost of insurance 
and shipping. The duty rates in Slovakia are typically range between 0 per cent and 17 
per cent. Some products are duty free such as Laptops, Mobile Phones, Digital cameras 
and Video Game consoles. Additional duties may be applied to certain goods depending 
on the country of manufacture (pitney bowes, 2016a). For instance, fridges and freezers 
has import duty rate of 2.5 per cent and a VAT rate of 20 per cent (pitney bowes, 
2016b) , electric ovens with import duty rate of 2.7 % and a VAT rate of 20 per cent 
(pitney bowes, 2016c), washer has an import duty rate of 2.7 per cent and a VAT rate 
also the same as above mentioned appliances (pitney bowes, 2016d) and washing 
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machines and driers are charged at 3 per cent import duty and a VAT rate of 20 per cent 
when importing outside the European Union. Nonetheless, to  washing machines and 
driers applies EU-Albania SAA free trade agreement and thus the import duty rate is 
charged at 0 per cent (pitney bowes, 2016e).  
Additional duties may be applied to certain goods depending on the country of 
manufacture (pitney bowes, 2016a). For instance when it comes to import of Home 
Appliances from Serbia to the European Union custom tariff implemented rates they are 
approximately between 9 per cent and 30 per cent with average rate 9.4 per cent 
(Nations Encyclopedia, 2016). 
3.1.2 Economic Factors 
Gross Domestic Product Annual Growth Rate 
Slovak economy belongs to the fastest growing in Europe. Later in 2014 the growth of 
the country was evaluated to 2.4 per cent with regards to remaining key constrains of 
economic growth as a slow dispute resolution and corruption (Trading Economics, 
2016b).  In the fourth quarter of 2015 the Gross Domestic Product (GDP) increased by 
4.3 per cent as opposed to the same quarter last year.  Actual GDP Annual Growth rate, 
in first quarter, is accounted to 4.2 per cent.  
 
Figure 7 Slovak GDP Annual Growth Rate 
Source: (Trading Economics, 2016b).  
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Interest Rates 
Slovakia as a part of the Euro Zone possesses the same interest rate as other members of 
the Euro Area. In 2016 the interest rate reached historical minimum - 0 per cent 
(Trading Economics, 2016c).  
Small and medium businesses can apply for loan from new loan line for financing their 
assets. European Investment Bank has provided to VUB Leasing institution loan line in 
volume of 30 million euros. Small and medium businesses can draw from VUB Leasing 
finance with favored interest rates (SITA, 2016). 
Inflation  
Deflation has been occurring in Slovakia for fifteenth straight month since the 
beginning of 2014. For instance prices of transport, food, non-alcoholic beverages, 
housing, water, electricity, tobacco fell, nonetheless on the other hand prices of hotels, 
restaurants, health, education, household equipment increased (Trading Economics, 
2016d). Average Inflation Rate is 3.18 per cent from 2002 until 2016. Consumer prices 
decreased by 0.4 per cent year-on-year in the second month of 2016. 
 
Figure 8 Slovak Inflation Rate 
Source: (Trading Economics, 2016d). 
Unemployment Rate 
An average Unemployment Rate in Slovakia is 13.36 per cent from 1994 until now. The 
highest rate was measured in January 2001 at the amount 19.79 per cent, the lowest rate 
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was 7.36 per cent in August 2008 and the most recent unemployment rate (in February 
2016) is accounted to 10.1 per cent (Trading Economics, 2016e). 
 
Figure 9 Slovak Unemployment Rate 
Source: (Trading Economics, 2016e). 
3.1.3 Social Factors 
Age Distribution and Population Growth Rate 
Currently the Slovak population is over 5.4 million. The majority 51.4 per cent is 
women inhabitants and 48.6 per cent represents men. In 2015 was nature increase since 
the rate of births exceeded rate of deaths. Nonetheless the main problem occurring in 
Slovakia is slow growth rate. Slovak population has been getting old and average 
growth rate between 2005 and 2016 is only 0.07 per cent.  
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Figure 10 Slovak Growth Rate 1952 - 2016 
Source: (countrymeters, 2016). 
Age distribution in Slovakia is that majority of Slovaks are aged between 15 and 64 
years, 15.6 per cent of Slovaks are under 15 years and 12.8 per cent of them are aged 
65+ years.  
 
Figure 11 Slovak Age Structure 
Source: (countrymeters, 2016). 




   
 
 
Age Group Total 
Population 
Women Men 
15 - 64 3 885 765 1 948 094 1 937 671 
15 847 972 414 079 433 893 
64 + 694 674 434 653 260 021 
Table 4 Absolute Figures of Age Structure in Slovakia (Estimation) 
Source: (countrymeters, 2016). 
Family Size and Structure 
In Slovak Republic between 2005 and 2014 the majority (almost one fourth) of all 
households possess only one member. Then mostly Slovak households cover two, three 
or four members. The less popular are families/households of five (7 per cent) and six 
members (5 per cent).  
 
Figure 12 Distribution of Households by Household Size 
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Source: (TrendEconomy, 2016a). 
In Slovakia is ongoing trend ( from 2005 - 2014) where the majority approximately 50 
per cent of families possess only one child, then approximately 37 per cent of families 
possess 2 children and about 8 per cent and 3 percent of all families possess 3 and 4 
plus children respectively.  
 
 
Figure 13 Distribution of Households with Children by Number of Children 
Souce: (TrendEconomy, 2016b). 
In 2011 Slovak Republic reached the top level, when it comes to share of young adults 
aged 18 – 34 living with their parents, from whole European Union. Seventy-four point 
four percent of all young adults lived with their parents (Lyman, 2015).  The situation 
has been slightly getting better. In 2014 over 67.2 per cent of all young people aged 18-
34 has lived with their parents that demonstrate decrease of 7.2 per cent as opposed to 
year 2011. The situation in Slovakia is still emerging (EuroStat, 2016). Social scientists 
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and government officials claim that the main cause of this trend is because of recent 
financial crisis and ongoing high rate of youth unemployment (Lyman, 2015).   
 
Year 2006 2007 2008 2009 2010 2011 2012 2013 2014 


















Table 5 Share of Young Adults Aged 18-34 Living with Their Parents by Age and Sex 
Source: (EuroStat, 2016). 
Disposable Income of Household 
For top 20 per cent of all inhabitants in Slovakia is estimated to earn average net-
adjusted disposable income 30 702 USD a year, nonetheless the bottom 20 per cent of 
population lives on an approximate 7 902 USD a year. The Slovak average household 
net-adjusted disposable income per capita is accounted to 17 503 USD a year (OECD, 
2016). 
Consumer Behavior – Trends 
Slovak consumers possess tendency to purchase goods with respect to the brands, 
therefore consumers are willing to spend more money on favorite brands. In the Slovak 
market exist many brands and consumers tend to be confused by the enormous variety 
of brands (Vilčeková, 2014). 
When it comes to ethnocentric consumer behavior, for individuals on the Slovak market 
is typical average rate. They purchase Slovak goods and also imported. Significantly 
lower ethnocentric tendencies in terms of purchasing imported goods possess young 
individuals aged between 18 and 35 years against the age group 36 years plus 
(Taborecka Petrovicova and Gibalova, 2014). 
Slovak people purchase products and services online. The recent consumer research 
indicates that 62 per cent of all Slovaks buy online goods and services, what 
demonstrates 50 per cent increase in purchasing goods and services online as opposed to 
the year 2006 (European Commission, 2015). Moreover, Statistical Office of the Slovak 
Republic‟s survey demonstrates that 40.1 per cent of all online purchases were 
dedicated to goods for households (Štatisticky úrad Slovenskej Republiky, 2016).  
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According to sustainable consumption patterns research conducted by Renata Benda-
Prokeinova (2015), for Slovak inhabitants is typical relatively low ecological 
knowledge. Only one third of them often read articles about social and environmental 
effect of products they buy and pay attention to environmental labeling before deciding 
to make a purchase. In spite that Slovaks are aware that majority of them do not act 
environmentally responsible way and they are aware of impact caused by their behavior. 
Consumers of Slovak Republic are more active in after purchase behavior than before 
purchase. In term of after purchase behavior, the majority of Slovaks act 
environmentally responsible since they repair damage products, rationalize the laundry 
process (for instance they use lower temperature for laundry procedure, wash with eco-
detergents, avoid ironing when it is possible) and segregate household garbage. Slovak 
trend is to purchase the goods with lowest energy consumption and lowest price. Benda-
Prokeinova also highlights that Slovak consumers purchase goods in a case of real need.  
3.1.4 Technological Factors 
Slovak Research and Development (R&D) intensity has decreased over last decade. The 
Slovak R&D intensity belongs to the lowest one in Europe, thus Slovak public and 
private sector is characterized by very low R&D concentration. The dominated 
consequence occurring in Slovak private production system is technology imports 
(European Commission, 2013).  
Nevertheless, on the hand for Slovaks is typical very high concentration of Internet 
usage. More than 82.5 per cent of population is Internet user (InternetLiveStats, 2016) 
and over 78 per cent of all households possess internet access. The highest Internet 
access boom has occurred between year 2006 and 2007, where the share of households 
with internet access increased from 27 per cent to 46 per cent (Statista, 2016a). 
45 
   
 
 
Figure 14 Share of Household with Internet Access in Slovakia from 2005 to 2014 
Source: (Statista, 2016a) 
3.1.5 Legislation Factors 
Consumer Protection – Legal Guarantee 
Legal guarantee of all products has duration of 2 year since the day of delivery of the 
goods. Legal guarantee is mandatory for every single seller and none of them can refuse 
to apply it or reduce its duration. Consumer has a right to free repair or replacement, or 
if the mentioned earlier is impossible, a partial or total refund. Duration of the solution 
is within 30 days (ECC Slovakia, 2016). 
Required Certificates for Selling Home Appliance in Slovakia 
In order to sell electrical household equipment within the European Economy Area 
manufacturer is required to obtain certain certifications. Mandatory is CE mark, RoHS 
and WEEE, then ENEC certificate for electrical safety, EMC mark for electromagnetic 
compatibility, energy efficiency labeling for certain equipment, NSF hygiene mark for 
products which are in a contact with food (Electrosuisse, 2012). Following Figure 14 
Requirements of Certificates in the EU indicates description and requirement for the 
above mentioned mandatory marks.  
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Figure 15 Requirements of Certificates in the EU 
 Source: (Electrosuisse, 2012). 
47 
   
 
3.1.6 Environmental Factors 
Every manufacturer who produces or sells electronic and electrical appliances in Slovak 
republic is obliged to recover electronic waste, reuse and recycle components, material 
and substances according to the Government Regulation 388/2005 which is 
implementation of the EU WEEE Directive. Eighty per cent of whole waste of the 
major appliance is required to be recovered and reused (Slov-lex, 2016). 
 
3.2 Porter´s Five Forces Model  
3.2.1 Power of Suppliers 
Switching costs in order to change a supplier are low for the reason that huge range of 
suppliers exist on the global market and therefore companies manufacturing home 
appliance possess possibility to push prices of suppliers down and press quality of 
products on.  On the other hand, lead time of components is extended (KUEHNE + 
NAGEL, 2016). According to the above mentioned characteristics the author of this 
paper believes that power of component suppliers of home appliances is medium.  
3.2.2 Power of Buyers 
HA industry consists of two kinds of buyers. First group represents wholesalers and the 
second one covers end users. As a result of huge competition (Figure 15), both groups 
possess ability to change vendor with low switching costs, which according to Porter 
(1979) indicate high power of buyers. Final consumers and European Union drive 
quality and innovation of products and pressure on the supplying manufactures to 
provide energy efficient, environmentally safe (Electrosuisse, 2012) and high quality 
design products with low cost. As we mentioned earlier for Slovak buyers are also very 
important brands, therefore they place well-known brand products in their stores. As a 
consequence of the above stated circumstances, buyers possess high power over home 
appliance companies.   
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Figure 16 Number of Enterprises in Manufacture of Domestic Appliances Industry in Slovakia from 2008 to 
2014 
Source: Statista, (2016b).  
3.2.3 Threat of New Entry 
New manufacturing company of HAs on Slovak market is unlikely to happen for the 
reason that HAs require heavy investments in specialized fixed assets and sophisticated 
research and development (CECED, 2016) and also due to intense competition and 
slowdown of growth in HAs industry. Emphasis is on brand loyalty and big distribution 
network.  
3.2.4 Threat of Substitutes 
On the global market do not exist any direct substitutes of home appliances such 
refrigerators, freezers, ovens, hobs, hoods, dishwasher, drycleaners and washing 
machines. The only indirect substitute of laundry machines are laundry services 
provided by different industry. Power of this indirect substitute in Slovak Republic is 
powerless as it covers a small proportion of market as opposed to the home appliance 
market.  
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Figure 17  Revenues of Combined Facilities Support Services in Slovakia from 2008 to 2020 
Source: (Statista, 2016c) 
Combined facilities support services N8110 include laundry and related services 
(Nicode, 2016). 
Indirect substitutes for a kitchen appliances mentioned earlier are restaurant services. 
These services possess low power as Slovak inhabitants visit restaurants couple times 
per year and just only small percentage of citizens eat in restaurant on daily basis.  
 
Figure 18 Graph Showing How Often Slovak People Visit Restaurant (Except Lunch) 
Souce: (Hospodárske noviny, 2014) 
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3.2.5 Competitive Rivalry 
The power of competitors is very strong because over hundred and sixty companies 
operate on the small Slovak market (above stated Figure 15) and the intensity and basis 
of competition of key competitors is high for the reasons demonstrated in the following 
subchapter. 
Key Competitors 
C2 ratio indicates the share of the two main players on the home appliance market in 
Slovakia. C2 equals to 47 per cent meaning that two main industry players possess 
almost half of the market. The outstanding over 150 competitors are forced to fight for 
other half of the market share.  
Key competitors for a brand Gorenje and main market players are Whirlpool with 24 
per cent and Electrolux with 23 per cent of market share (Červeňová, 2016). Both 
companies belong to favorite producers of HAs (Heureka, 2016a), possess wide range 
of products (Table 6 Key Competitors - Whirlpool and Electrolux) and big distribution 
network on Slovak market (Whirlpool, 2016a). These companies fight for every 
customer through loyalty club benefits (Electrolux, 2016a),  sponsorship (Whirlpool, 
2016b), strong advertisement on social media (Facebook, 2016c), (Facebook, 2016d) 
and with B2B partners (Heureka, 2016a), provision of extra service such as 5, 8 years 
guarantee for additional discounted fees (Whirlpool, 2016c), and 10 years guarantee for 
free per particular products (Electrolux, 2016b). Moreover another competitive 
advantage of Whirlpool is that it produces on the Slovak market since 1992 (Whirlpool, 
2016d).
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Brand Product Range Price Range 
Additional info: 
other brands of 
corporation 
Whirlpool 























irons, hoovers, air 
conditions** 
 250+ Euros**** 
AEG, Zanussi, 
Electrolux 
    
Table 6 Key Competitors - Whirlpool and Electrolux 
Source:  *(Whirlpool, 2016e), **(Electrolux, 2016c), ***(Heureka, 2016b), 
****(Heureka, 2016c)  
The forecast of revenue growth in home appliances industry indicates 3.1 per cent 
slowdown from 2016 till 2020 demonstrates that each company will defense its market 
share and strongly fight to extend it for a little amount. Competition will become more 
intensive.  
52 
   
 
 
Figure 19 Revenue Growth Forecast in Percentage on Slovak Market 
Source: (Statista, 2016d). 
  
53 
   
 
4 Analysis of Financial Situation of Gorenje Slovakia 
4.1 Altman’s Z-score 
Market value of common and preferred stocks decreased within year 2014 and 2015 by 
1 000 000 Euros for the reason that one of the stockholders on 16.09.2015 required 
withdrawal of previous mentioned equity. The market value of equity decreased from 
1 892 053 to 892 053 Euros. As a result of more efficient sales representative team (in 
term of segment Mora) the company gained 11.89 per cent increase between year 2013 
and 2014, between 2014 and 2015 is seen 24.33 per cent increase in sales. When it 
comes to working capital, the biggest difference in a form of decrease had been between 
year 2013 and 2014. The reason for this change was increase of current liabilities by 
372 000 000 Euros that indicates 25 per cent increase of these liabilities year-on-year 
basis. The firm ran business quite well since it had turned the loss (EBIT) of 604 049 
Euros in 2013 into profit (EBIT) of 312 546 Euros in 2015. The difference between 
these years is 916 595 Euros. Total liabilities also increased since company created 
more short-term and long-term reserves and current liabilities increased from 1 879 565 
Euros in 2014 to 2 477 986 Euros in 2015 (FRSR, 2015a; FRSR, 2014a). 
Below stated Table 7 Value of Indicators for Calculation of Altman‟s Z-score 
demonstrates value of each indicator needed for computation of Altman„s Z-score. 
Year 2015 2014 2013 
Market Value of 
Common and Preferred 
Stocks 
892 053 1 892 053 1 892 053 
Sales 14 496 957 11 660 420 10 271 532 
Working Capital 596 187 543 619 881 843 
Retained Earnings 112 703 28 724 710 998 
Operating Income  
= EBIT 
312 546 16 686 -604 049 
Total Assets 4 397 698 4 369 326 3 947 429 
Total Liabilities 3 052 867 2 175 365 1 837 447 
Table 7 Values of Indicators for Calculation of Altman's Z-Score 
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Source: own elaboration (data from (FRSR, 2014b), (FRSR, 2015a), (FRSR, 2016)) 
Following Table 8 Altman‟s Z-score of Gorenje Slovakia s.r.o. indicates company‟s 
score. As it is seen company in every year from 2013 and 2015 possesses Z-score larger 
than value 3. According to the above stated theory in the chapter Literature Review, the 
result equals 3 and more indicates that the firm‟s creditworthiness is great and potential 
for business failure or probability of illiquidity is unlikely to happen. Investors, bank 
and other financial institutions can consider investments or provision of loan for 
company Gorenje Slovakia regarding to financial health of the company. 
 
  2015 2014 2013 
Market value of common and 
preffered stocks/Total Liabilities 0.292202 0.8697635 1.0297184 
Sales/Total Assets 3.296488 2.6686999 2.6020815 
Working Capital/Total Assets 0.135568 0.1244171 0.2233968 
Retained Earnings/Total Assets 0.025628 0.006574 0.1801167 
Operating Income/Total Assets 0.07107 0.0038189 -0.153023 
        
Z-SCORE 3.901605 3.3589958 3.2325728 
Table 8 Altman's Z-Score of Gorenje Slovakia s.r.o. 
Source: own elaboration (data from (FRSR, 2014b), (FRSR, 2015a), (FRSR, 2016)) 
The author of this paper calculated and compared Z-score of the selected 2 competitors. 
The first one is the second biggest market share company Electrolux Slovakia s.r.o. and 
the second one is the third largest company on the market Beko Slovakia s.r.o. All of 
the three companies Gorenje Slovakia, Beko and Electrolux possess value of Z-Score 
larger than amount 3 as the Graph 1 Altman's Z-score of Gorenje's Selected 
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Competitors demonstrates. Each firm manages its finance well. Electrolux as the one of 
the two biggest market share companies possess positive Altman‟s Z-score, therefore 
the author of this paper believes that value of Z-score greater than 3 is required for 
successful business in home appliances industry on Slovak market.  
 
Graph 1 Altman's Z-Score of Gorenje's Selected Competitors 
Source: own elaboration (data from (FRSR, 2014b), (FRSR, 2015a), (FRSR, 2016a), 
(FRSR, 2014c), (FRSR, 2015b), (FRSR, 2016b), (FRSR, 2015c), (FRSR, 2014d), 
(FRSR, 2016c)) 
 
4.2 Kralicek’s Quick Test  
The author of this paper utilized data from financial statements publicly published in 
Register of Financial Statements for computation of required indicators of Kralicek‟s 
Quick Test. Since the company does not utilize financial statement Cash Flow, the 























   
 
 
 Year 2015 2014 2013 
Own Capital 1 344 831 2 193 961 2 109 982 
Total Assets 4 397 698 4 369 326 3 947 429 
Short Term Liabilities +  Long Term 
Liabilities 
3 052 867 
 
2 175 365 
 
1 837 447 
 
Total Sales 14 496 957 11 660 420 10 271 
532 
EBIT 312 546 16 686 -604 049 
Cash Flow 677 198 143 445 -559 992 
Table 9 Firm's Values Required for Computation in Euros 
Source: own elaboration (data from (FRSR, 2014b), (FRSR, 2015a), (FRSR, 2016)) 
Financial situation of year 2013 is quite good since the 46.55 per cent of the company is 
financed by others than own stockholders. The highest mark (5 points) earns indicator 
“ROA”. Overall amount of creditworthiness of the company is significant since it earns 
mark of 1.50 points that is the average limit for reputable firm.  
  2013 Mark 
Quota of Own Capital 53.45 % 1.00 
Term of Debt Repayment -3.28 0.00 
Return on Sales -5.45 % 0.00 
ROA -15.30 % 5.00 










Table 10 Quick Test for Year 2013 
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Source: own elaboration (data from (FRSR, 2014b)) 
When it comes to year 2014, the significant change is in the latter three indicators as it 
is seen in the below table. The “Term of Debt Repayment” changed from -3.28 to 
+15.17. The difference of 18.45 is the result of increase in total liabilities that expanded 
by 436 000 000 Euros as opposed to previous year 2013. “Return on Sales” got slightly 
better for the reason of growth in sales and increase in positive Cash Flow. Nonetheless 
the value of indicator “ROA” is still not very good. Nevertheless, the amount of it had 
been getting better for the reason of growth in sales and sell of intangible asset – 
grounds Stožka. Despite the better two latter indicators against year 2013 financial 
situation of the firm is not quite well for the reason that the second indicator got worse 
from mark 0.00 to 4.00, meaning that company had been struggling to repay its 
liabilities. Overall amount of 3.25 demonstrates worsening of creditworthiness of the 
company.   
  2014 Mark 
Quota of Own Capital 50.21 % 1.00 
Term of Debt Repayment 15.17 4.00 
Return on Sales 1.23 % 4.00 
ROA 0.38 % 4.00 
     
Financial Stability  2.50 
Evaluation of return  4.00 
Total Score  3.25 
Table 11 Quick Test for Year 2014 
Source: own elaboration (data from (FRSR, 2015a)) 
Despite the fact that company had to decrease its equity by 1 000 000.38 Euros, that 
resulted in 69.42 per cent coverage of assets by others than own stockholders. Company 
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in a year 2015 achieved reduction of term of debt repayment and expansion of sales and 
finally obtained significant enhancement of ROA. Final mark of value 2.75 really 
demonstrates improvement of financial health of the firm as opposed to year 2014 and 
since it is above the lowest limit for reputable company.  
  2015 Mark 
Quota of Own Capital 30.58 % 1.00 
Term of Debt Repayment 4.51 2.00 
Return on Sales 4.67 % 4.00 
ROA 7.11 % 4.00 
     
Financial Stability  1.50 
Evaluation of return  4.00 
Total Score  2.75 
Table 12 Quick Test for Year 2015 
Source: own elaboration (data from (FRSR, 2016)) 
The following Table 13 Comparison of Gorenje and Its Competitors from 2013 to 2015 
demonstrates that Gorenje Slovakia was in better financial situation than Electrolux and 
Beko in 2015 (for more information see Table 14), nevertheless in 2014 the best results 
possessed Beko and Gorenje was on the same level as Electrolux. Lastly, in 2013 Beko 
and Gorenje financial situation was significantly better than situation of Electrolux.  
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Table 13 Comparison of Gorenje and Its Competitors from 2013 to 2015 
Source: own elaboration (data from (FRSR, 2014b), (FRSR, 2015a), (FRSR, 2016a), 






















2013 2014 2015 
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Year 2015 Gorenje Mark Electrolux Mark Beko Mark Average Mark in 2015 
Quota of Own Capital 30.58 % 1.00 20.28 % 2.00 36.66 % 1.00 1.33 
Term of Debt Repayment 4.51 2.00 7.28 3.00 15.66 4.00 3.00 
Return on Sales 4.67 % 4.00 2.95 % 4.00 1.65 % 4.00 4.00 
ROA 7.11 % 4.00 7.14 % 4.00 7.48 % 4.00 4.00 
                
Financial Stability   1.50   2.50   2.50 2.17 
Evaluation of return   4.00   4.00   4.00 4.00 
Total Score   2.75   3.25   3.25 3.08 
Table 14 Values of Kralicek' Quick Test for Year 2015 
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5 Key Success Factors of Home Appliance Industry on 
Slovak Market 
Key success factors of HAs industry result from previous PESTLE





(Figure 19, Figure 20, Figure 21) and financial analysis 
(Altman‟s Z-Score and Kralicek‟s Quick Test).4  
 
Figure 20 Customers Buying Behaviour When It Comes to Purchase of Home Appliances 
Source: Own primary research (survey) 
 
Figure 21 Price as a Decisive Factor of Purchase Home Appliances 
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Source: Own primary research (survey) 
 
 
Figure 22 Price Categories of Customers Purchasing Home Appliances 
Source: Own primary research (survey) 
Main factors for success in HAs on Slovak market are brand identity/image
1,2
 – Slovak 
possess tendency to buy favorite brand and are willing to spend more money on their 
brands‟ products; product innovations3; technology1,3; quality of products2,3(reliability, 
durability, performance, low energy consumption); economies of scale
2,3
 – every 
customer would like to purchase high quality product with low cost; big distribution 
network
2
 - B2C and B2B and strong promotion
2
. When it comes to financial situation of 
companies operating in home appliance industry on the Slovak market, each company is 
required to possess significant creditworthiness meaning the Altman‟s Z-Score demands 
to be larger than value of 3 and score of Kralicek‟s Quick Test ought to be equal to 




   
 
 
6 SWOT Analysis 
Strengths 
 Well-known brand with 23 years old tradition 
 Smart, design, technology efficient and environmental friendly home appliances 
 Wide range of home appliances (large, medium and small capacity goods) 
 Pricing strategy (low and medium pricing) 
 Quite huge distribution channels 
 Current management 
 
Weaknesses 
 Additional repair services for some home appliances for additional fee 40 Euros 
(competition offers it for free) 
 69.42 per cent of assets are covered by others than stockholders => weak 
creditworthiness 
 Insufficient marketing communication as opposed to competitors 
 
Opportunities 
 Increase of market share – higher revenues 
 Extension of distribution channels 
 Product Development (premium pricing products) 
 New loan for business with favored interest rate provided by VUB Leasing 
Institution 
 Online marketing 
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 Higher costs (possibility of import bribery when it comes to license import of 
new products/increase of corporate tax/increase of customs and duties when 
import home appliances from manufactures in Serbia) 
 Higher technology costs due to legislation change of parameters of home 
appliances 
 Lowe demand  
 Growing customer bargaining power 
 Slovak population has been getting old ( 74.4 per cent of adults aged 18 – 34 
live with their parents) 
  
65 




7 Evaluation of Gorenje Slovakia’s Current Situation 
Including Testing of Key Success Factors of Home 
Appliance Industry on the Slovak Market 
The current situation of the Gorenje Slovakia is quite sufficient. The firm is recognized 
and possesses 23 years old tradition. The firm develops market quite often since it offers 
still new products in low and medium price range. The big advantage is efficient and 
highly skilled workforce in subsidiary in Slovakia and recently merged sales team 
covering the whole Czech and Slovak market. During last three years from 2013 to 
2015, the company gradually increased its sales. Currently, the firm owns market share 
between 10 – 15 per cent and the main goal for the firm is to gain in year 2020 doubled 
market share. Nevertheless the slower growth of home appliance industry, some 
opportunities occur on the market by which could company obtain bigger market share 
and follow previously stated aim. On the Slovak market the interest rates for mortgages 
has been decreasing and attracting young adults and other individuals. The real estate 
market has identified increasing trends (PR, 2016), which for the home appliance 
industry opens new opportunities. By the fact that possibility for young people to 
purchase their property and move from parents, could contribute to better statistics - 
decrease percentage (over 70 per cent) of young adults aged 18 – 34 years living with 
their parents and therefore release opportunities for home appliance industry. On the 
other hand, it is possible that young adults and other individuals do not want to take a 
loan and decide to live with their parents. Results can occur in a lower demand to which 
can also contributes slowdown of the growth of the industry and thus more intensive 
competition among firms within the home appliance sector. Very attractive in a case of 
emergency or for improvement is attractive business loan from VUB Leasing institution 
and possible product development with premium ASKO products for the reason that 
Slovak also tend to purchase goods in a high pricing category and there are willing to 
spend money on their preferred brands. In a case of new home appliances import from 
one of the production places in Serbia, possible threats for the firm could be increase of 
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cost in a form of increasing fees regarded with import license or import bribery since 
the 30 per cent of all businesses were asked or required to pay additional bribery when 
obtaining import license. Moreover, customers, state and the European Union pressure 
on quality of products, technology, innovations and environmental impact and thus 
higher technology and manufactures costs could occur since customer bargaining power 
is growing and they can pressure legislation of particular parameters of home 
appliances. When it comes to financial health of the company, almost 70 per cent of the 
firm is cover by liabilities and therefore the company could be perceived as 
untrustworthy in term of debt repayment nonetheless the financial situation according to 
Kralicek‟s and Altman‟s Score is sufficient.  
Another aspects of Gorenje Slovakia are discussed in the following subchapter.  
 
7.1 Testing of Key Success Factors  
In order to succeed in HA industry on the Slovak market each company has to obtain all 
of the previously stated KSFs.  
Gorenje Slovakia succeeds in the following key success areas:  
 Brand image/identity 
 Technology 
 Product innovations 
 Quality of products  
 Economies of scale 
 Big distribution network 
According to the conducted survey in 2014 for uncovering customer satisfaction and 
brand awareness, the brand image and awareness are quite sufficient. Nevertheless, the 
new opportunities have occurred on the market and company can focus on another 
segment (young adults). With attraction of new customers and also with reminding 
brand to old consumers is interlinked strong promotion. Company possesses quite wide 
range of promotion tools but still can be applied improvement in this area since the 
main competitor stronger fights for each customer through aggressive marketing 
67 
   
 
campaigns. Gorenje Slovakia communicates with customer through webpage, social 
media Facebook, e-shops, retailers and big electrical network sellers, nevertheless, 
improvement could be done in online marketing. The firm does not possess SEO 
marketing, advertisement on Instagram or Pay per Click marketing tool, neither TV nor 
Radio advertisement.  
When it comes to technology Gorenje Slovakia possesses wide range of technologies. 
The firm offers for washing machines technologies such as EcoCare, AllergyCare, 
NormalCare, TimeCare, SencoCare, UltraWhite, OptiDrum – for bigger laundry, 
QuickWet, Nightwash – silence regime, BioWash, My favourite – two customized 
option for laundry regime. In terms of cooking appliances company offers MultiSteam 
360
○
 – circulation of air, SuperSize technology – large capacity kitchen appliances,  
SlowBake regime, particular technology for ovens by which customers can cook 3 
different types of meal with 3 different temperatures in one oven in the same moment. 
Moreover is offered luxury design. The firm provides many more technologies for other 
home appliances. Since the company updates their technology all the time, also the 
products innovation occurs with it in forms such as LED lightening, different design, 
capacity spaces and so on.  
According to the conduced survey in year 2014, majority of customers was and is 
satisfied with quality of home appliances manufactured by Gorenje Group.  
Since the company manufactures its own home appliances in different states and in 
enormous volume, the economies of scale apply.  
Gorenje Slovakia possesses quite huge range of distribution network. Nevertheless, the 
company could extend it. Gorenje does not sell its products through well-known kitchen 
studios Oresi, furniture retailer network Drevona, Asko and Sconto. The author of this 
paper believes that the company could also extend their partnership when it comes to e-
shops and retailer branches.  
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8 Recommendations and Proposals for Further Development 
of Gorenje Slovakia 
The author of this paper recommends the following advices and proposals. 
1. Strong Promotion 
As the new opportunities has occurred for the whole home appliance industry and 
company by that could gain bigger market share, the author of this paper believes that 
the firm ought to invest into strong promotion since the forecasted slower industry 
growth and thus intensive rivalry among other companies operating in this sector. 
Strong promotion can attract renew segment of young adults and new segment of 
customer when it comes to product lines of premium ASKO products. According to 
Gartner Research Study (Brady, 2015) and McKinsley Research (Bhandari, Singer and 
van der Scheer, 2014) companies in home appliance sector ought to invest into 
marketing campaign at least 10 per cent of the annual sales in order to achieve bigger 
market share. Nevertheless, according to past results of marketing campaign of Gorenje 
Slovakia, the author of this paper recommends invest into market during period 2016 – 
2020 to invest each year 2.5 per cent of annual sales into marketing campaign in order 
to obtain bigger market share and reach goal of double market share in 2020 as opposed 
to current one in 2015.  Author‟s calculation is estimated in the following table. 
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Year 2013 2014 2015 2016 2017 2018 2019 2020 
Annual Marketing Costs 99 885 387 100 184 632 421 137 498 626 590 373 660 037  
Annual Sales 10 271 532 11 660 420 14 496  957 
Predicted 
16 845 464 
Predicted 
19 945 029 
Predicted 
23 614 914 
Predicted 
26 401 474 
Predicted 
31 259 345 
Percentage of Annual Marketing Costs 
to Annual Sales 
1 % 3.3 % 1.2 % 2.5 % 2.5 % 2.5 % 2.5 % - 
Year-on-Year Growth 13.5 % 24.3 % 16.2 % 22 % 22 % 22 % 22 % - 
Table 15 Forecast for Marketing Budget 2016 - 2020
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Year 2016 2017 2018 2019 
Sponsorship 21 057 (5 %) 24 931 (5 %)  
TV and Radio 
Advertisement 
126 341 (30 %) 149 588 (30 %) 








252 682 (60 %) 299 176 (60 %) 
Pay Per Click  
+ SEO 
Marketing 
21 057 (5 %) 24 931 (5 %) 
Table 16 Marketing Budget for Particular Marketing Communications 
The above stated table demonstrates allocated percentage of predicted marketing costs 
for particular marketing communication tools. The majority, 60 per cent of predicted 
marketing sales ought to be allocated to Printed Leaflets and Online Marketing with 
current partners since the majority of Slovak purchase home appliances online and 
mainly though Gorenje‟s Partners such as Heureka.sk, Mall.sk, Alza.sk, andreashop.sk, 
supply chains such as Datart, Nay, Home Electro, network Euronics and according to 
McKinsley‟s research consumers looking for home appliances mostly browsed retailers‟ 
webpages and fewer than 9 per cent visits manufacturer‟s own webpage (Bhandari, 
Singer and van der Scheer, 2014). Since Slovaks use internet for home appliance 
purchases and also competitors possess strong SEO marketing and Pay Per Click tool, 
thus the above stated marketing tools ought to be taken into consideration and provided 
in order to obtain new customers and also aware again current customers. Also, it is 
important to take into account customers who do not purchase home appliances though 
internet. Therefore, some part of marketing budget ought to be utilized for TV and 
Radio advertisement and also for sponsorship.  
2. Product Development 
The other advice for the company is to consider product development of the premium 
products ASKO for the reason that Slovak customers love brands and are willing to 
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spend on them quite huge amount of money. According to the primary research 
conducted by the author of this paper, there is group of people that buys high price 
home appliances. This particular market segment can also release new opportunities. 
3. Extension of Distribution 
Each company that wants to be successful on the market requires being close to its 
customers, therefore Gorenje Slovakia ought to expend its distribution channels. 
Attracting channels could be well-known kitchen studios Oresi or furniture retail 
network such as Drevona, Asko or Sconto, then small retailers or e-shops.  
4. Recapitalization of Own Equity 
The company ought to reconsider recapitalization of own equity since the last 
withdrawal, the financial health of the firm occurs to be not quite sufficient. Before 
withdrawal of own equity (1 000 000 Euros), 50 per cent of company had been owned 
by stockholders. Currently approximately 30 per cent is owned by them. This could be 
seen as financial difficulties for company. In a case of indebtedness the firm could 
struggle to obtain a loan for the reason that 70 per cent of capital is borrowed. The 
author of this paper prefers to issue preferences shares without suffrage in order to 
preserve the voting rights of minority shareholders. Preferences share would pay 
dividends on year basis.  
 Nowadays After 
Own Capital 1 344 381 1 758 899 
Liabilities 3 052 867 2 638 349 
Indebtedness 30.58 % 40 % 
Table 17 Recapitalization of Equity - Proposal 
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The framework for this paper was critical analysis of selected company by selective 
methods. The main aim was evaluation of current situation of Gorenje Slovakia, 
proposals and recommendations for further development that ought to be utilized in 
order to solve current challenges of firm‟s management. 
In order to successfully accomplish the aim of this dissertation, the author was required 
to conduct literature review research and also, study analyses required for business 
evaluation such as PESTLE analysis that examine external environment of particular 
business, mostly factors that a firm cannot affect nevertheless these factors significantly 
affects business success. Afterwards, Porter‟s Five Forces Model for determination of 
Gorenje Slovakia position with respect of its competitors, Kralicek‟ Quick Test and 
Altman‟ Z-Score tools for resoluteness of financial health. Lastly, results of each above 
mentioned analyses were sum in SWOT analysis that demonstrates strengths, 
weaknesses, opportunities and threats of the business.  
In analytical part of this paper, the above stated examinations were implemented in 
order to evaluate the firm Gorenje Slovakia that operates in home appliance industry on 
the Slovak market. The evaluation of the company uncovered insufficient promotion 
and financial situation that is caused by last equity withdrawal of owners.  Moreover, 
this work determined opportunities for distribution channels extension and product 
development.  
According to the conducted analyses, four advices for better business situation have 
been suggested. Firstly, strong promotion and marketing budget for period from 2016 to 
2020 is proposed. In the marketing budget is also included forecast of the sales in order 
to accomplish aim of strategic business unit - doubled market share in Slovakia. 
Secondly, the author of this paper recommended product development though 
penetration of premium home appliances of brand ASKO. Thirdly, extension of 
distribution channels is suggested since the company could take an opportunity and 
extend its distribution network in order to be close to more customers.  The author of 
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dissertation proposes partnership with kitchen studios Oresi, furniture retailers such as 
Drevona, Skonto and Asko or any small retailers or popular online e-shops. Lastly 
follows advice when it comes to recapitulation of equity and liabilities. Since almost 31 
per cent of capital is covered by shareholders, it could be perceived by investors as bad 
financial situation for the company, therefore the author proposes recapitulation of 
equity to at least 40 per cent. Implementation of the previous mentioned advice could 
contribute to obtaining any loan in a case of emergency or when the business 
circumstances change. With respect of all conducted analyses and suggested advices, 
the aim of this dissertation has been accomplished.
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